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本研究通过对《消费者品牌百科全书》（Encyclopedia of Consumer Brands）
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 II
Abstract 
With the accession to WTO, China has become one of the biggest global 
appliance production bases and comsumption markets. But comparing to the 
world-class appliance brands, we still have a lot to improve. So learning the 
international successful brand-building experience can help our white goods 
corporations to promte the management level of brand and enhance their competitive 
abilities. 
The paper aims to reveal the characteristics of the International White Goods 
Brands Building by analyzing the ten brands introduced in the book Encyclopedia of 
Consumer Brands (1994) and taking advantage of the brand websites. Amana, Carrier, 
DAIKIN, FRIIDAIRE, GE, HITACHI, LENNOX, MAYTAG, Panasonic, SANYO are 
the ten international brands studied. The paper studies these brands from brand basic 
information, brand positioning, brand identification system construction, advertising, 
endorsement and public relation, brand extension and expansion, product innovation, 
special promotion, brand international communication to brand maintenance.The 
analysis shows that the international white goods brands hold the following traits 
related to brand building: (1) having a chronic brand-building history; (2) precisely 
targeting at market objects; (3) possessing of vivid brand identification system; (4) 
emphasizing advertising and public relation investment; (5) changing tactically of  
the  brand image; (6) extending and expanding effectively of the brand; (7) paying 
great attention to product R&D; (8) executing actively of Corporate Social 
Responsibility; (9) internationalizing gradually and carefully of the brand; (10) 
attaching importance to brand maintenance. 
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第一章  绪 论 








速扩张。2006 年 1 月至 10 月，家电制造业的工业总产值累计达到 3879 亿元，
同比增长 18.92%，增速上升了 2.15%，且下半年同比增速呈现持续加快态势，这
个现象在“白色家电”行业表现更明显。据统计，2006 年 1 月至 10 月，电冰箱、
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约从 20 世纪 90 年代中期开始，近几年开始有增多的趋势。归纳起来，主要从
以下几个方面进行研究： 





















                                                        




②《韦氏新世界词典》(Webster’s New World Dictionary)收词约 17 万条，词源考证周到，图表很丰富，
而且将一切缩写词、专有名词 、等与正文词条一律按一个字母顺序排列，读者检索极为方便。是美国
五本 重要的词典之一。 
③《钱伯斯 20 世纪词典》(Chambers 20th Century Dictionary)它是一本古今词语兼收的词典， 大的特
点是紧跟时代步伐，及时反映英语的 新变化，广收科技词汇、吸收美国英语及外来词、标明一些词的
冷僻用法。 
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